《商务英语口语》案10

授课章节名称：Unit 6

教材逻辑结构分析和学生分析：

Negotiation plays a vital part in business activities. Negotiation betwwen the seller and the buyer normally covers aspects including quality, quantity, packaging, price, shipping, insurance, payment, complaints, and arbitration. In this period, Ss will know some tips about negotiation.

教学目的：

1. Know some tips about negotiation;

2. Listen for some specific points.

教学重点：

The tips about negotiation. 

教学难点：

Listen to the tips in the real conversation.
更新、补充及删节内容：

Conversations about negotiation

教学方法与使用教具：

Communicative Language Teaching;

Tape-recorder 

Teaching procedures:

Step 1 Leading in
1. Have a warm-up activity by asking the students did they know how to bargain in a market.

2. Ask them what method they often use to bargain the price.
Step 2 Presentation

1. PartⅠWarm-up

Get the students to work in pairs. Ask the students to fill in the blanks about some tips from negotiation experts and then compare their answers with their partnets’.

2. Part Ⅱ Listening Practice

(1) Task 1

A. Get the students to listne to the sentences on page 38 and then fill in the blanks with the appropriate phrases from the list.
B. Play the tape and ask the students to check their answers.
(2) Task 2

A. Get the students to listen to the conversation about Nick Donald talking about their regulations on giving discounts and commission and then decide if the statements on page 39 are true or false.

B. Check the answers.

C. Ask the students to listen to the conversation again and fill in the blanks on page 39.

D. Check the answers.

Step 3 Business Profile: Price Negotiation Strategies

    Exporters, especially small and medium-sized enterprises (SMEs), in developing countries who may be entering new markets, often face problems in initiating negotiations with imoporters, agents and buyers, in the target markets. These difficulties generally centre on pricing questions and particularly on the fact that prices may be considered too high.

    Although price is only one of many issues that have to be discussed during business negotiations, too frequently it tends to influence the entire negotiation process. New exporters may be inclined to compromise on price at the beginning of the discussions, thereby bypassing other negotiating strengths that whey may have, such as the product’s benefits, the firm’s business experience and its commitment to exporting quality products. As pricing is often the most sensitive issue in business negotiations, the subject should be postponed until all the other aspects of the transaction have been discussed and agreed upon.

    It is estimated that about 80% of the issues negotiated are of a non-price nature. Decisions to place export orders involve a long-term commitment and are, in any case, rarely made on the basis of price alone but rather on the total expert package. This is particularly so in markets where cosumers are highly conscious of quality, style and brand names, where marketing channels are well structured, and where the introduction of the product in the market is time-consuming and expensive.

    By presenting a more comprehensive negotiation package in well-planned and organised manner, exporters should be able to improve the effectiveness of their business discussions and, in the long term, the profitability of their export operations.

Tactics in negotiations
An importer may reject an exporter’s price at the outset of the discussions simply to get the upper hand from the beginning of the negotiations, thereby hoping to obtain concessions on other matters. The importer may also object to initial price quoted to test the seriousness of the offer, to find out how far the exporter is willing to lower the price, to seek a specific lower price because the product brand is unknown in the market, or to demonstrate a lack of interest in the transaction as the product does not meet market requirements. 

If the importer does not accept the price, the exporter should react positivly by initiating discussions on non-price questions, instead of immediately offering price concessions or taking a defensive attitude. Widening the issues and exploring the real reasons behind the objections to the price quoted will put the talks on a more equal and constructive footing. Only by knowing the causes of disagreement can an exporter make a reasonable counter-offer. This counter-offer need not be based merely on pricing. It can cover other related aspects.

To meet price objections, some exporters artificially inflate their initial price quotations. This enables them to give price concessions during the opening of the negotiations without taking any financial risks. The danger of this approach is that it immediately directs the discussions into pricing issues at the expense of the other important components of the marketing mix. Generally such initial price concessions are followed by more demands from buyers that will further reduce the profitability of the export transaction. For instance, the buyer may press for concessions on:

● Quantity discounts

● Discounts for repeat orders

● Improved packaging and labelling (for the same price)

● Tighter delivery deadlines that may increase production and transport costs

● Free promotional materials in the language of the import market

● Free after-sales servicing

● Supply of free parts to replace those damaged from normal wear and tear

● Free training of staff in the maintenance and use of the product

● Market exclusivity

● A long-term agency agreement

● Higher commission rates

● Better credit and payment terms

To avoid being confronted by such costly demands, an exporter should try to determine the buyer’s real interest in the product from the outset. This can be ascertained through appropriate questions but must slao be based on research and other preparations before the negotiations. Only then should suitable counter-proposals be presented.

Planning negotiations

To achieve a favourable outcome from the negotiations, an exporter should draw up a plan of action beforehand, which addresses a few key issues. Experienced negotiators consider that as much as 80% of their overall time devoted to negotiations shuold go to such preparations. The preliminary work should be aimed at obtaining relevant information on the target market and the buyers of the product. It should also include developing counter-proposals if objections are rased on any of the exporter’s opening negotiating points. The preparations should thus involve formulating negotiating strategies and tactics.

Market research

In order to be able to supply a potential customer with what whey need, it is necessary to know the market. This requires research. An exporter should assess competition from both domestic and foreign suppliers and be familiar with the prices that they quote. The distribution channels used for the product and the promotional tools and messages required should also be examined. Such information will be valuable for the seller in negotiation with buyers. The more that is known about the target market and the buyers for the products concerned, ther better the exporter is to conduct the negotiations and to match the offer to the buyer’s needs.

Supply assessment

Making counter-proposals also requires detailed information on the costs of the exporter’s production operations, freight insurance, packing and other related expenses. An exporter should carry out a realistic assessment of the quantities that can be supplied and the schedule for supplying them.

    As part of the preparations for negotiations, an exporter should list any potential price objections the buyer could have towards the offer being presented, along with all possible responses.

Step 4 Consolidation and Assignment
1. Get the Ss to remember the tips from the negotiation experts.
2. Assignment: Ask the students to buy a thing and bargain the price.

